research by Parasuraman et al. (1985) have found several examples where consumers satisfied with a service still did not think that it was of high quality. Oliver (1993) has also suggested that customers require experience with the product or service to determine how satisfied they are with it, while quality can be perceived without actual consumption experience (Wai-Ching Poon, 2008) . Though, the dimension of quality and the measurement approach of the service quality and its relationship with customer's satisfaction are still been unsettled. In spite of the ongoing debate and development of new theory numerous researchers have agreed the significances of service quality and its impact on customer satisfactions (Arambewela, 2006; Ben, 2007) . The e-banking or any other service provides e-service quality through the website. According to the Chen and Dubinsky (2003) , consumer loyalty depend on the ecommerce after having experience of e-service quality through the website of e-service offering. After receiving the perceive value from the e-service quality through e-retail offering leads to customer loyalty. According to the Chang and Wang (2010), e-service quality in the e-retail offering creates value for the customer where customer receive perceived value from their expectation which impacts their attitude toward the service provider positively which in turns leads to positive WOM, repeat purchase and ultimately consumer loyalty. Hence, e-service quality enhances consumer loyalty (Carlson and O'Cass, 2010) .
Dimensions of Electronic Service Quality:
E-service quality is a multi-dimensional factor. Eservice quality has been defined as the extent to which a Web site facilitates efficient and effective shopping, purchasing, and delivery (Zeithaml et al. 2000, p. 11) . Current study used four dimensions of ESQ in evaluating Web sites in general and service quality delivery through Web sites in particular. These include (1) ease of use or usability, (2) privacy/security, (3) functionality & (4) Customer Support. A number of studies have examined various aspects of these criteria and are presented below:
Outcomes of Quality/Satisfaction: Loyalty/Behavioral Intentions: In general, loyalty development has been an objective traditionally aimed at by managers since it enables higher future purchase intention. To be precise, loyalty may be defined as a customer's intention or predisposition to purchase from the same organization again (Edvardsson et al., 2000) , that result from the conviction that the value received from one seller is greater than the value available from other alternatives. As a consequence, loyalty has been considered to be a key factor in order to achieve company success and sustainability over time (Flavia´n et al., 2006) .
WOM:
In general, WOM may be defined as an informal type of communication between private parties concerning the evaluation of goods and services (Dichter, 1966) and it has been considered to be one of the most powerful forces in the market place. Indeed, WOM has been found to facilitate the sale of several products, such as movies or automobiles. To be precise, the importance of WOM resides in the fact that consumer choice is usually influenced by WOM, especially when the purchase in important. .
Review of Literature:
Parsuraman & Grewal (2000) Zhang et. al. (2006) carried out a research study to understand the effect of various factors like site characteristics, perceived security, user computer skills, perceived convenience on electronic satisfaction and ultimately the influence of esatisfaction on customer's intention to use online shopping services. It was discovered from the analysis that the quality of the online service represented by perceived convenience, users' skills and experiences, and perceived security has a positive and significant association with user satisfaction with e-services which in turn has a significant influence on customer intention to use the online services. Chen (2008) examined the structural relations between the constructs of service quality, perceived value, satisfaction, and behavioral intentions towards the services of an International Airline Service in Taiwan. It was discovered from the analysis that Service expectation has a positive and significant influence on perceived performance, but not on satisfaction & perceived value. Also, perceived performance has a significantly positive effect on perceived value, but not on satisfaction. Zeng et. al. (2009) Not only organization needs empirical data to understand the level of customers' satisfaction but also they need to understand how to integrate these service quality concepts into managing the customer's satisfaction and ultimately to future Behavioral Intentions. Thus the present study is an effort to confirm the validity of the proposed model ( Figure 1 ) through an empirical investigation of data collected from the users of Internet Banking.
Model Development:
The following conceptual model based on the gaps identified above is developed for empirical analysis as the scope of current study:
The following Objective is farmed to verify the proposed Model in Figure 1 .
Research Objective:
To determine the mediating impact of Customer Satisfaction (SAT.) from Electronic Service Quality (e-SQ) on Behavioral Intentions (BI) towards Internet Banking services.
Hypothesis:
The Behavioral Intention towards internet banking services is not mediated by Customer Satisfaction derived from e-SQ.
In order to test the mediating impact of Satisfaction, two step approach was used. First of all the direct significance of ESQ on BI was examined and afterwards the mediating impact through SAT was examined to analyse any significant reduction in the ESQ-BI linkage. The mediation of SAT on ESQ-BI will be conformed if the following conditions are fulfilled:
Methodology:
Geographical Extent of Survey:
The current study was limited to urban banked centers and only urban areas are considered for the study. Literacy rate of the Urban Agglomerates/Cities having population 1 lakh and above was considered as the main criteria to select two cities ( 
Universe:
In this research the investigation is about the customers perceptions towards electronic service quality of Internet Banking services and its impact on future behavioral intentions with customer specific demographic & psychographic personality traits acting as moderators in the ESQ-SAT-BI relations .Accordingly universe in this research could be taken as the set of all bank consumers in the selected geographical locations, while the population for the study can be defined as all the banking customers in the selected cities who had used the Internet Banking services at least once in the recent past and aged above eighteen years.
Data Collection Methods:
A total of 500 customers were approached from Six cities of Punjab and 480 of them completely filled the questionnaire. In Questionnaire-Part one is consisting of questions regarding the usage, frequency of usage, type of usage and comfort level in accessing the Internet Banking services, In Part Two 21 items scale (based on literature review) was used to assess the electronic service quality of e-banking services on six dimensions (i.e. ease of use, security, functionality, availability of information, customer support and Website Design). Part Three consists of a set of questions to measure the Satisfaction and Future behavioral intention of the respondents towards the Internet Banking services offered by the banks. Both non-probability and probability sampling methods have been used to select the respondents. The sampling methods used were convenience sampling, Volume VIII Issue 3, September 2017 116 www.scholarshub.net random sampling, branch intercept method, mall intercept methods, purposive sampling and so on.
Data Analysis:
The above proposed model and hypothesized paths were tested on the survey data collected through IBM AMOS 20 structural equation analysis package. The following two step approach was used to test the structural paths: a) Assessing Direct Impact of ESQ on BI: Four dimensions namely EOU, SEC, FUN & CS were considered to assess the ESQ of Internet Banking services and overall impact of Electronic Service Quality measured by these dimensions on BI. b) Assessing Mediating Impact of SAT on BI: In order to test the indirect effect of ESQ on BI through SAT or in other words to confirm any mediation caused by SAT on ESQ-BI relation a second Structrual Model is tested through AMOS with SAT inculded as a mediating variable between ESQ-BI. The goodness of fit of the structural models was determined using a variety of indices as shown below in Table3:  Based on Table 4 , the Reliability Index values ranging from 0.757 to 0.928 exceed the cut-off value of 0.7. So, it can be concluded that the measurement is reliable.
Results of Structural Equation Modeling using AMOS: a) Assessing Direct Impact of ESQ on BI:
First of all the significance of Electronic Service Quality on Behavioral Intentions was analyzed through AMOS modeling approach. The results of the output are presented in Figure 2 . As shown, the four dimensions namely EOU, SEC, FUN & CS were considered to assess the ESQ of Internet Banking services. The structural path diagram as shown reveals that there is a very strong relationship between Electronic Service Quality of Internet Banking services & customers Behavioral Intentions towards the use of the same, with 0.95 standardized regression weight of ESQ on BI (as shown in Table 5 ). The Critical Ratio of ESQ-BI path as shown in Table 6 is found to be significant with its value >1.96 along with other structural paths linking dimensions of ESQ with Overall Electronic Service Quality and Overall ESQ with BI. The measurement model linking ESQ & BI was tested by eliminating items with insignificant loadings and by using the Modification indices. The model is tested for its goodness of fit, reliability & validity. The model's goodness of fit is determined using a variety of indices as shown below in In order to test the indirect effect of ESQ on BI through SAT or in other words to confirm any mediation caused by SAT on ESQ-BI relation a second Structrual Model is tested through AMOS with SAT inculded as a mediating variable between ESQ-BI as shown in Figure 3 . As is clear from the figure, the Standardized Regression weight between ESQ-BI is reduced drastically (i.e. from 0.95 to 0.23) with SAT acting as mediator variable between ESQ-BI. The Standarized Regression output for all paths of the model are given in table 8 below: Before reaching at final conclusion, the structural model presented in Figure 6 .2.2 is tested for its validity through Confirmatory Analysis in accordance with Hatcher (1994) . The measurement model linking ESQ-SAT-BI was tested by eliminating items with insignificant loadings and by using the Modification indices. The model is tested for its goodness of fit, reliability & validity. The model's goodness of fit is determined using a variety of indices as shown below in Yoo and Donthu, (2001), Zeithaml et al. (2001) , Van Riel et al., (2001); Zeithaml et al. (2000 Zeithaml et al. ( , 2002 ; Srinivasan et al. (2002; Wolfinbarger and Gilly, (2002); Wolfinbarger and Gilly (2003) ; Barnes and Vidgen, (2002); Gummerus, Liljander, Pura and Riel, (2004) Functionality/ Fulfillment Van Riel et al., (2001); Srinivasan et al. (2002); Wolfinbarger and Gilly, (2002, 2003); Zeithaml, Parasuraman and Malhotra, (2002); Gummerus, Liljander, Pura and Riel, (2004); Sahadev and Purani, (2008) 
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